Purpose -The purpose of this research is to study three clues (employee reputation, site design, and security) of the Customer Experience Management framework that can prompt mobile shopper satisfaction and repurchase intention. The moderator role of perceived distance of the retailer is explored.
Introduction
The rapid expansion of potential customer touch points and limited control over the mobile shopping experience is contributing to an increasingly complex situation in which firms create unique customer experiences and attempt to manage and control them successfully (Edelman & Singer, 2015) . The technological development of emerging countries such as Mexico, where the penetration of smartphones stands at around 20% of the population, demonstrates the growing importance of mobility. In Mexico, 91% of smartphone users have searched for local retailer information and 51% have searched for local business addresses of retailers or directions to their physical locations. Earlier figures reveal the importance attached to the perceived distance to alternative physical retailers in customer evaluations. This is especially relevant in a geographically extensive country where perceived distance can play an important role in customer purchase decisions. Moreover, we should not forget that Mexico is the fourteenth largest country in the world and the third largest in Latin America (National Institute of Statistic and Geography [INEGI], 2018) . In this context, the management of mobile shoppers' experiences is critical, because satisfactory customer experiences can help to improve mobile business performance (Puccinelli et al., 2009) . However, there is little research on Customer Experience Management (CEM) in mobile contexts, because of its novelty (Joshi, Bhatia, Raikar, & Pall, 2017) . Hence, the objective of this research is to study CEM in the mobile shopping context in more depth. More specifically, this paper aims to analyze the impact of human, mechanical, and technical clues of CEM on satisfaction and repurchase intention. This research contributes to the academic literature by applying CEM to the mobile shopping (m-shopping) context using information from 1053 real m-shoppers and it attempts to fill the gap concerning the role that perceived distance may play. Consequently, in our proposed CEM model, the moderating influence of shopper-perceived distance (near or far) from alternative physical retailers is considered. It also contributes to managerial practice by providing firms with recommendations regarding the clues they can use to offer a satisfactory experience. This study contributes to understanding which factors mobile vendors (m-vendors) could manage in different ways to engender satisfaction and repurchases via mobile.
The paper is structured into six sections. Following this introduction, in Section 2 we present the theoretical background. The justification for the proposed hypotheses is found in Section 3, and then the research method is detailed in Section 4. A discussion of the results follows in Section 5 and, finally, in Section 6 we end with our conclusions, their implications, and the limitations of our study.
Bridging the gap between customer experience management and mobile shopping process in a firm, which involves the firm's efforts to improve the quality of interactions with consumers in consistent and effective encounters (Joshi, 2014 ). An experience consists of individual contacts between the firm and the customer at distinct points in the experience, called touch points (Benzarti & Mili, 2017; Homburg, Jozi´c & Kuehnl, 2015; Puccinelli et al., 2009) . CEM serves to structure the experiences offered to the customers, determining which clues can generate a participatory and lasting experience (Lipkin, 2016; Weber & Elferink, 2017) . Interaction through mobile phones produces clues that should be consistent and cohesive for engendering lasting and satisfactory customer experiences (Berry, Wall, & Carbone, 2006; San-Martín, Prodanova & López, 2016) . These clues encompass not only the physical and concrete aspects of the firm, but also intangible elements (Kumar, Pozza, & Ganesh, 2013) , such as mobile store environment, security, and employee reputation. According to Berry et al. (2006) , customers experience a range of clues that help them generate a set of impressions that become experiences. These authors classified clues into human, mechanical, and technical aspects. Berry et al. (2006) characterized human clues as those emanating from people, while Lipkin (2016) affirmed that they consisted of relational elements in the context of new technologies, such as interactions with other customers and the employees of the firm. According to Fatma (2014) , customers' interactions with the employees of a firm affect customer perceptions. According to Berry et al. (2006) , this clue refers to the behavior of providers, in our case reflected in the employee reputation of the m-vendor firm. Reputation can clearly reflect the past performance of an m-vendor's customer service, which would suggest that m-vendor employees gain knowhow in managing satisfactory experiences (Choi & Nazareth, 2014) . Consumers may be more likely to buy when m-vendors have employees (e.g. customer service) with a good reputation for providing satisfactory m-shopping experiences (González-Hernández & OrozcoGómez, 2012) . In contrast, Hillman and Neustaedter (2017) pointed out that a lack of social clues (e.g. reputation) from the employees in mobile commerce reduced mobile shopping development. Thus, it is especially important to consider the human attention provided during the customer mobile experience.
Regarding the mechanical clue of CEM, Berry et al. (2006) described it as comprising diverse environment clues that concern the 'sensory' presentation of the service (e.g. design, ambient conditions, signs, and symbols). Kimbell (2011) noted the importance of design issues when developing or managing customer experiences. Likewise, Simons, Hampe, and Guldemond (2014) stated that paying greater attention to the details of the mechanical artifacts involved in a service experience will impact on customer satisfaction. According to Blut, Chowdhry, Mittal, and Brock (2015) , these factors show a greater impact on the perception of service quality than the intangible aspects of the environment. Customers will usually first perceive the clue that helps to create an initial positive impression (Berry et al., 2006) . In our study, this clue will refer to the mobile website (m-site) environment or design, i.e., the sum of the virtual mechanical signals that the user perceives during the shopping experience on the mobile website.
The technical clue of CEM refers to customer perceptions of the technical performance of the service that is provided and is known as the functional part of the CEM framework, which includes the calculative perception of quality (Berry et al., 2006; Mbama & Ezepue, 2018) . It refers to "the subjective probability with which consumers believe that their personal information will not be viewed, stored, and manipulated during transit and storage by inappropriate parties in a manner consistent with their confident expectations" (Flavián & Guinalíu 2006) . According to Mai, Yoshi, and Tuan (2014) , in emerging markets, customers' trust in virtual transactions is not strong. Therefore, the Sonia San-Martín / Nadia Jiménez / Nuria Puente mission of web designers is to create an attractive interface, updating the latest information, and the security systems, thus enhancing the perception of usefulness among customers. However, few studies have investigated the above-mentioned cognition related to determinants of trust and satisfaction in online contexts in emerging markets.
In addition, the psychologically perceived distance to physical stores can make differences in the impact of previous clues of CEM on satisfaction and repurchase intention. Darke, Brady, Benedicktus, and Wilson (2016) state the importance of this perceived distance. Although to the best of our knowledge there are no works addressing this influence of perceived distance in an online shopping context, it is considered here as a key variable when speaking about shopping online or offline.
Proposed hypotheses
One of the most crucial variables in CEM is satisfaction, as it is the result of a good and complete experience (Joshi, 2014) . Satisfaction is a relational variable that has been studied in the context of mobile commerce (Chi, 2018; Deng, Lu, Wei, & Zhang, 2010) . It implies fulfilling expectations as well as a positive affective state, based on the result of maintaining a relationship in the mobile context (Fernández-Sabiote & Román, 2016) . Satisfaction also impacts on customer loyalty as well as purchase intention (Kuo, Wu, & Deng, 2009 ). In mobile commerce, which is a new and still unexplored medium of buying and selling for many customers, satisfaction is key if relations are to be maintained, bearing in mind that initial commercial experiences may set the tone for a firm's success or failure in this medium. Several studies have highlighted the importance of exploring determinants of m-shopper satisfaction (Choi, Seol, Lee, Cho, & Park, 2008; Kuo et al., 2009) . On this point, Sharma, Wu, and Su (2016) found that satisfaction is driven by the efforts of employees and firm performance during a service encounter, which impacts on the behavioral intentions of the customer. The authors considered the human-technical-mechanical triad of CEM when considering antecedents of m-shopper satisfaction.
Clues of CEM in m-shopping
Regarding the human clue of CEM, De Keyser, Lemon, Klaus, and Keiningham (2015) described customer experience as "comprised of the cognitive, emotional, physical, sensorial, spiritual, and social elements that mark the customer's direct or indirect interaction with (an) other market actor(s)"-in essence, the raw data contained in all direct or indirect interactions that then come together as an overall experience. Consumers are more likely to buy when vendors have a good reputation, because this clue emerges from m-vendor behavior (Berry et al., 2006) . According to Fiore and Kim (2007) and GroB (2015) , the perception of being a good m-provider positively affects intention to purchase via mobile. In addition, reputation has a positive influence on customer experience (Joshi, 2014) .
H1. The reputation of the employees of the m-vendor positively influences m-shopper satisfaction.
In regard to the mechanical clue of CEM, Kamaladevi (2010) said that consumer spending behavior can be significantly influenced by the store atmosphere. Customers require a store layout that maximizes the number of products seen within the context of a customers' need for the product. Good site design can lead to more purchases, especially if products are presented within a display that shows the potential usefulness of the product for them. In mobile contexts, users come to recognize the process and services through repeated use of m-sites, searching for product information and requesting assistance. Cyr, Head, and Ivanov (2006) and Li and Yeh (2010) suggested that aesthetics might be an important part of designing an overall satisfactory user experience with mobile devices.
Bridging the gap between customer experience management and mobile shopping Joshi (2014) also pointed out that design is an essential factor for improving customers' lasting and enjoyable experiences. Thus, it is proposed here that m-site design has positive effects on customer satisfaction, as previously suggested by Kim, Chung, Lee, and Preis (2015) .
H2. M-site design positively influences m-shopper satisfaction.
In our research, the technical clue of CEM will focus on security, an important element of electronic transactions, which is still minimal in the case of mobile phones. Ray, Ow, and Kim (2011) argued that security is a highly technical characteristic not commonly interpretable by users. However, customers' perceptions of a vendor's security mainly influence customers' satisfaction, because users of electronic devices (such as mobile phones) usually lack knowledge of security technologies or make little or no effort to analyze security documentation (Choi & Nazareth, 2014) . In this hyper-connected world, mobile phone use for shopping is associated with low security, which in turn involves less shopping intention, as shown by Slade et al. (2015) . In this sense, Choi et al. (2008) and Khatun and Ruhul Islam (2018) stated that security is a crucial variable in mobile commerce and a technical clue that is essential in driving shoppers' satisfaction.
H3. M-site security positively influences m-shopper satisfaction.

The relationship between satisfaction and repurchase intention
Returning to the concept of 'Total Customer Experience', the foundation of the CEM strategy, it is necessary to focus attention on the fact that this has to be positive. When researching customer experience, satisfaction is an unavoidable topic, since a key for a retailer to be successful is to meet the needs of customers better than its competitors and beneficially for both customer and firm. In this context, proper management of customer expectations, to ultimately achieve customer repurchase intention, is essential (Chong, 2013) . Satisfied m-shoppers express a higher intention to repeat purchases (Lin & Bennett, 2014) . In the specific case of mobile commerce, Agrebi and Jallais (2015) found that satisfaction directly influences repurchase intention.
H4. M-shopper satisfaction positively influences his/her repurchase intention.
. T h e p s yc h o l o g i c a l d i s t a n c e to alternative physical retailers as a moderating variable
Psychological distance is a variable of interest in understanding mobile-based purchases (Memery, Angell, Megicks, & Lindgreen, 2015) . It refers to the distance of a stimulus from the perceiver's direct experience (Darke et al., 2016) . In this paper, attention is placed on spatially perceived distance; the subjective consideration of nearness or distance of a consumer in relation to a physical store, irrespective of the real distance (i.e. in kilometers) between the consumer and the store. Even if two consumers live at the same objective distance to physical stores, they can perceived this distance in a different way, as near or far, and this perception can determine their attitude and shopping intention. Forman, Ghose, and Goldfarb (2009) suggested that the distance to alternative physical retailers appears to shape consumers' channel choice. Since previous studies have found that physical distance separation can be mitigated by reducing psychological distance (Darke et al., 2016) , it is interesting to determine the role of perceived distance in CEM.
Construal Level Theory has been used to examine how consumers respond to perceived distances and to suggest that consumer judgment is partly explained by psychological distance from retailers (Katz & Byrne, 2013; Liberman, Trope, & Stephan, 2007) . In fact, psychological distance could be even more important to understand electronic consumer evaluations than physical distance (e.g. miles or kilometers) (Darke et al., 2016) . In the case of consumers who have to travel large distances to retailers that provide them with the goods needed, m-shopping could be a sustainable alternative to overcome this perceived lengthy distance (Perea-Monsuwé, Dellaert, & De Ruyter, 2004) . Grewal et al. (2009) also identified perceived distance as one of the key drivers for CEM's service delivery. Nevertheless, the moderating effect of this variable has almost been ignored in the previous literature (Lin & Bennett, 2014) . Therefore, it is interesting to explore the differences that perceived distance produces in the impact of CEM clues on satisfaction and repurchase intention. It is proposed that perceived distance to alternative physical retailers has a moderating role.
H5. M-shopper perceived distance to alternative physical retailers has a moderating effect on the relationships previously proposed in H1, H2, H3, and H4.
Following the reasoning above, the model proposed here is shown in Figure 1 .
Methodology
Description of the sample
The empirical study is based on information gathered through personal interviews with Mexican mobile phone users, who have previously bought at least once via mobile phone. We selected Mexico to test the proposed model, because it represents an emerging market with potential for mobile commerce. According to Mexican Internet Association (AMIPCI) (2016), the Mexican mobile market has an estimated value of over 150 million dollars. A systematic sampling method was employed to select a list of mobile phone numbers from a national panel of mobile users. The users were contacted by phone and invited to participate in a subsequent telephone survey (following the CATI-Computer Assisted Telephone Interviews system) on their most recent purchase on a mobile website. The individuals were part of a panel of mobile phone users in each country. From 1800 attempts, 1053 valid questionnaires were personally collected. The profile of the final sample is described in Table 1 and was similar to the scarce data available on mobile shoppers' profiles (e.g. 52% are male and 78% 
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Bridging the gap between customer experience management and mobile shopping profile of the final sample is described in Table  1 and was similar to the scarce data available on mobile shoppers' profiles (e.g. 52% are male and 78% belong to the millennial generation) (AMIPCI, 2016). In order to ensure content validity, 5-point Likert scales were used, taking the literature review as a reference and following prior studies in their use of five-point scales (i.e. Johnson, Kiser, Washington, & Torres, 2018 or SanMartín, Prodanova, & Jiménez, 2015 . Items were adapted to m-shopping with the help of in-depth interviews with a convenience sample of five vendors and experts, who were chosen because of their specialized experience in online and mobile selling, since they were web and mobile site designers or sold their products on online and mobile websites. According to Heo and Kim (2016) , an expert is a person who has work experience that can cover various aspects of the mobile industry. Specifically, from among the five experts, one has over nine years' experience in a start-up company for e-tailing; another two have been working for four years in a major marketing association regularly publishing statistical data on electronic commerce in Mexico; the fourth is an apps developer in a mobile device company; and, finally, the other is a marketing consultancy manager with over five years' experience. Thus, in line with past research (Lin & Bennett, 2014) , as CEM clues are relatively new, and no established items are available, the interviewed vendors and experts were asked about the variables that best fit with each definition of each CEM clue. As Kowalski, Giumetti, Schoeder, and Lattanner (2014) stated, the domain of interest must first be defined, and then items that map onto that definition must be developed and tested. Consequently, reputation, design, and security are the most frequently mentioned CEM clues and are identified as human, mechanical, and technical m-vendor characteristics in an association test with experts. All items were first written in English and then translated into Spanish using the direct translation protocol (Piacentini & Cui, 2010) . A pilot test of the Spanish version of the questionnaire was conducted with the collaboration of 12 regular m-shoppers, and some amendments were made in relation to local expressions (e.g. cellular instead of mobile phone). Regarding measurements, the reputation scale (human clue) was taken from Qureshi et al. (2009) and Jarvenpaa, Tractinsky, and Vitale (1999) . Perceived security (technical clue) was measured using the scale from Luarn and Lin (2005) and Schierz, Schilke, and Wirtz (2010) as a reference. The design measures (mechanical clue) were based on the studies by Cyr et al. (2006) , Montoya-Weiss, Voss, and Grewal (2003) , Sonia San-Martín / Nadia Jiménez / Nuria Puente and Harris and Goode (2004) . Satisfaction was measured using the scale proposed by MontoyaWeiss et al. (2003) and Harris and Goode (2004) as references. Studies from Harris and Goode (2004) and Morosan (2014) were followed to measure repurchase intention. The items are presented in the Appendix. Most researchers agree that Common Method Variance (CMV) reflects potentially serious bias in behavioral research, especially with surveys. The latent factor method was therefore employed to establish problems of common method bias (Malhotra, Kim, & Patil, 2006) . It involves adding a latent variable that represents the common method. In this technique, all manifest variables were related to the latent method variable, their paths were constrained to be equal, and the variance of the common factor was constrained to be 1. The results revealed that the variance accounted for by the common method latent variable was only 3.4% of the total variance. So, this result suggests that common method variance is unlikely to affect the findings of this study.
Measurement analyses
Initially, exploratory factor analysis (EFA) was conducted to observe the unidimensionality of the latent variable measurements ( Table 2) . The structural equation model was estimated and tested by using partial least squares (PLS) due to this method's advantages. PLS is distribution-free, and it is a robust and powerful method for exploratory applications (Henseler, Hubona, & Ray, 2016; Hair, Hult, Ringle, & Sarstedt, 2013) . The values related to asymmetry and kurtosis led us to suspect that the sample does not present normality (for details see Table  2 ) (Pallant, 2016) , thus we proceeded to use Bridging the gap between customer experience management and mobile shopping SmartPLS, which is a non-parametric analysis software. Following the recommendations of Hair, Ringle, and Sarstedt (2011) and Hair, Hult, Ringle Sarstedt, and Thiele (2017), it was considered that the most appropriate estimation method would be the bootstrapping method (5000 subsamples) (Hair et al., 2017) .
We followed the recommended two-stage analytical procedure for the PLS approach to structural equation modeling (Hair et al., 2013; Henseler et al., 2016) . First, the measurement model was evaluated. Second, the structural model was evaluated, including estimation and testing of the model. In both stages, the software used was SmartPLS 3.0 (Hair et al., 2013) . The extent to which the observed variables measured their underlying construct was tested by their loadings (>0.5) and the t-Student statistic value (>1.96 with a confidence level of 95%). We were therefore able to confirm the significance of all the indicators, thereby ensuring their convergent validity. The corresponding Cronbach's alpha (α) coefficients and composite reliability (CR) coefficients were calculated to determine the reliability of the final scales, and in all cases, their respective values were greater than 0.70 and 0.60, which confirms that the scales are reliable and have internal consistency (Bagozzi & Yi, 1988) . The average variance extracted (AVE), which was greater than 0.5 in each case, shows the overall quantity of variance for each item that is explained by the latent constructs (Bagozzi & Yi, 1988) . The results of the measurement model are shown in Table 3 . Sonia San-Martín / Nadia Jiménez / Nuria Puente
Regarding the assessment of discriminant validity, Henseler, Ringle, and Sarstedt (2015) and Voorhees, Brady, Calantone, and Ramirez (2016) agreed that the Heterotrait-Monotrait (HTMT) ratio is a clear and rigorous approach. The HTMT ratio showed values lower than 0.85, a threshold recommended by Henseler et al. (2016) to assure discriminant validity. It was also assessed by verifying that the square root of the average variance extracted for each construct exceeded its correlation with any other latent variable (Fornell & Larcker, 1981) (Table 4) . 
Structural model estimation
After validating the measurement model (Table 4) , we used SmartPLS 3.0 (Hair et al., 2011; Hair et al., 2017) to estimate the structural model. The standardized root mean square residual (SRMR) was 0.053. For the model fit criteria, Henseler et al. (2016) suggested that SRMR should be less than 0.08 to be adequate for PLS path models. The statistics provided by the results of the analysis included the path coefficient (ß), t-value, Cohen's f 2 , and R 2 , as presented in Table 5 . According to Cohen (1988) , f2 ≥ 0.02, f2 ≥ 0.15, and f2 ≥ 0.35 represent small, medium, and large effect sizes, respectively. In addition, it was confirmed that the R 2 of the dependent variables exceeds 0.1, thus supporting all the hypotheses (Hair et al., 2013) . According to the results (Table 5) Bridging the gap between customer experience management and mobile shopping
A multi-group model was estimated taking into account the moderating effect of perceived distance to alternative physical retailers [e.g. a dichotomous scale of customers' perceived distance (near/far) from physical stores]. 61.4% of the sample of m-shoppers affirmed their perceptions of physical stores as being nearby. According to the Welch-Satterthwait MGA statistic, the results showed that there is a moderating effect of perceived distance in the relationships between both human and mechanical clues of CEM and satisfaction at a 95% confidence level and between the technical clue of CEM and satisfaction at a 90% confidence level (Table 6 ). Although it was not the main objective of this research, we also estimated the mediating effect of satisfaction between CEM clues and repurchase intention. According to the results, indirect effects are significant, and the strength of the mediation effect is assessed by using the VAF (Variance Accounted For) ( Table 7 ). The VAF indicated that more than 50% of the three CEM clues are explained by satisfaction as a mediator (Hair et al., 2013) . Note. ***p<0.01; **p<0.05; *p<0.10
Discussion
Customer satisfaction and repurchase intention are derived from selective perception and retention of different clues that customers experience when purchasing using a mobile phone. In this sense, our results are relevant for mobile contexts, to determine the effect of different components on m-shoppers' experience management. In general, managers would benefit from this research by being able to ascertain which components and clues of customer experience make the most significant contributions to customer retention. This study has shown the significant and relevant influence of three components of CEM (human, mechanical, and technical) on m-shoppers' satisfaction. Moreover, the results show that the size of the effect of each clue varies depending on the customer-perceived (psychological) distance to alternative physical retailers. This constitutes valuable evidence in a competitive context where every day more and more retailers are pressured to offer their products and services through a new channel (such as the mobile phone one). This finding is particulary interesting since perceived distance works as a moderator of the determinants of m-shopper satisfaction in the mobile context. More specifically, the results of this study suggest that the human CEM clue (m-vendor's reputation) is the main clue that determines the m-shopper's satisfaction, if perceived distance is short, but the mechanical CEM clue (m-site design) becomes the main clue that determines the m-shopper's satisfaction, if perceived distance is large. It is interesting to note this moderating effect of psychological distance, because if it is not examined, managers and marketers could be investing efforts and money into all clues without empirical evidence that supports their decisions. In the mobile commerce context, our evidence has supported former studies, which affirm that customer perception of employees' efforts in delivering a good service has a strong impact on satisfaction (Mohr & Bitner, 1995) , but only for those m-shoppers who perceive alternative physical retailers as being nearby. The analyzed human clue has a greater effect on customers' satisfaction with m-shopping when they perceive that alternative physical retailers are nearer to them than when consumers perceive they are far away. This could be explained by the customers' feeling of having the possibility of choosing between shopping by mobile phone or at a store. This result supports the previous findings of Fernández-Sabiote and Román (2016), which suggest that when customers perceive easy access to a multi-channel service, their expectations of what they are going to receive from the firm's employees is higher than when they only interact with a mobile vendor. Therefore, it will be more difficult to fulfill those customers' expectations, compared to other customers who have less interaction with frontline employees, because they perceive a huge psychological distance from retailers. Likewise, the impact on satisfaction of the mechanical clue under analysis is greater when consumers perceive that retailers are far away from them. According to previous literature, environmental clues trigger the perception that the m-vendor has the organizational infrastructure required to support purchases by mobile phone (Bonera, 2011) . In this sense, m-site mechanical clues are powerful sources of sensory images, sounds, and messages that can help customers to visualize firms' products and services, and this clue can increase their satisfaction with m-shopping, especially when customers cannot a priori touch or test firms' products. In agreement with Darke et al. (2016) , our results suggest that environmental clues act as an effective m-vendor strategy that reduces psychological distance. If a customer feels isolated from alternative physical retailers, a stimulating m-site design will be crucial for a satisfactory experience, because it will be the main or the only channel that will contribute to developing that customer's experience. In line with previous evidence from Fernández-Sabiote and Román (2016) , clues in the ambience of electronic channels have a stronger influence on Bridging the gap between customer experience management and mobile shopping satisfaction building for customers who consider mobile purchases as a substitute for offline purchases (this is the case of the customer who perceives alternative physical retailers as being far away) than for those who consider the channels as complementary (in the case of customers who perceive alternative physical retailers as being nearby). Complementary to the previously mentioned clues, the technical aspects are also essential to have satisfied m-shoppers. According to Berry et al. (2006) , technical factors are functional clues that reveal the reliability, safety, and competence of firms that want to maintain loyal customers. In the mobile context, it could be assumed that the analyzed technical clue (m-site security) is a necessary condition to compete in the mobile market irrespective of the customer's perceived distance to alternative physical retailers. However, it is the clue that has the smallest effect on determining m-shoppers' satisfaction; its effects do not vary with the customer's perception regarding distance. Therefore this clue should be considered as a basic clue that any m-vendor has to manage, in order to have satisfied m-shoppers. According to Heo and Kim (2016) , security is essential for mobile services, especially when firms manage personal information (such as location) to improve the service experience. This argument might explain why the perceived distance to retailers has no robust moderating effect on the relationships between technical clues and m-shoppers' satisfaction. It is an important result, because m-shoppers perceive that the protection of all their personal information is a key clue to be satisfied, and because customers have more personal information on their mobile phones. In fact, a mobile phone is a personal tool that acts as a personal assistant in the personal and professional life of the customer. According to Lee, Yang, Lee, and Lee (2015) , customers view security as a requisite in electronic services, and as they are becoming more security-aware, security has become a must. Finally, our results have provided support to previous studies (Lin & Wang, 2006) that find a positive effect of m-shopping satisfaction on intention to repurchase via mobile phone, irrespective of customers' perceived distance to alternative physical retailers. Thus, satisfaction plays a mediating role between CEM clues and repurchase intention, as our empirical results have confirmed. Satisfaction is therefore the path towards getting m-shoppers to repurchase, but there are three different elements (human, mechanical, and technical) that have to be managed by an m-vendor in an acceptable combination in accordance with the m-shopper's perceived distance.
Conclusions and managerial implications
Despite the growing number of recent studies addressing m-shopping (Agrebi & Jallais, 2015; GroB, 2015) , much research remains to be done, particularly with the CEM framework in a mobile context. In this paper, evidence has been provided on the critical issue of the customer experience management (Palmer, 2010) for the mobile business and the moderating role of perceived distance from alternative physical retailers in an emerging market. Our results have emphasized several interesting findings for marketing managers and scholars concerning the development of mobile commerce in a huge potential market (the Mexican market, with 37.7 million smartphone users) (AMIPCI, 2016) . The CEM framework is a useful one that is helpful in explaining m-shopper satisfaction and intention to repurchase via mobile phone. M-shoppers continuously gather experiences when they interact with a firm, regardless of the channel through which they interact. M-shopper experience management is important since, in the mobile channel, communication and exchange are established virtually. Thus, the human, mechanical, and technical clues must be carefully and strategically managed by firms. According to this line of thought, providing evidence on how different clues influence m-shoppers' satisfaction is helpful for firms, suggesting general guidelines for deciding marketing strategies in mobile contexts in emerging markets. We would like to emphasize that m-vendors should try to offer an integral experience to their m-shoppers, as many different factors can contribute to developing an overall image of a provider. In this sense, m-vendors should consider human, mechanical, and technical aspects as all of them contribute to satisfying customers, ultimately making them repeat their purchases. The positive effect of m-shopping satisfaction and intention to repurchase via mobile phone has been identified, regardless of psychologically perceived distance to alternative physical retailers. M-vendors should be aware of their employees' perceived behavior (reputation) in the mobile channel, the attractiveness and functional design of their selling platform, and the security and privacy assurances. However, psychological variables such as m-shoppers' perceived distance (related to the perception of closeness to alternative physical retailers) can produce some differences in the CEM process. The m-vendor's reputation is relevant for m-shoppers who consider alternative physical retailers as being near, while the mechanical clue is valued by m-shoppers who perceive alternative physical retailers as being distant. These results have indicated that a prerequisite for m-vendors to segment their target market is to consider the consumers' distance (near or far away) from bricks and mortar retailers (e.g. being aware of the relevance of applying geolocation to their mobile marketing strategies and employing location-based services). In agreement with the results found by Heo and Kim (2016) , providing immediate information to customers based on their location makes mobile services competitive and can help to improve the customer experience and the perceived advantages of the mobile channel. According to our results, greater employee presence in mobile commerce (such as quicker responses to customer needs and problems with m-shopping, and more warmth and enthusiasm in interactions with customers) could help to increase satisfaction with the experience of mobile purchases. Especially, direct marketing strategies (e.g. personalized text messaging) might be more helpful for m-shoppers who perceive retailers are near, rather than for m-shoppers who perceive retailers are far. The absence of physical and temporal barriers (an advantage in mobile commerce) is sometimes a tricky benefit, because consumers cannot collect sufficient clues to distinguish what their experience with an m-vendor is. In those situations, employee reputation turns out to be a key clue (Joshi, 2014) . However, in the case of m-shoppers who perceive alternative physical retailers are far away from them, excellent m-site design and practical advances in mobile device security are useful marketing tools for m-vendors, so as to improve the m-shopping experience of those customers that feel more isolated from alternative physical retailers (e.g. an m-site that reduces the search time to access personalized services, products, or information with regard to customer location). This study has contributed to management practice, as it has shown how mobile commerce overcomes not only specific and spatial location limitations, but also (psychologically) perceived drawbacks (such as perceived distance). It has also contributed to our understanding of the different clues that affect purchase experience, within a (CEM) framework that has shown to be flexible enough to understand a business model based on mobile technology in a geographically extensive country with an emerging market of interest to mobile business.
Several limitations of this study must be acknowledged. Firstly, the data for this study were collected from Mexican m-shoppers. Although these results are relevant in the analysis of a huge country, they must be corroborated by other geographically extensive emerging countries to test their generalizability (e.g. Brazil or China). Moreover, a future study should collect information with more representation from all age groups to be able to test the age effect on the proposed model. Secondly, heterogeneity in distance perceptions is recognized, since a non-objective measure of proximity (e.g. miles) to alternative physical Bridging the gap between customer experience management and mobile shopping retailers is considered. However, previous studies have affirmed that physical distance impacts on judgment and decision-making through its effects on psychological distance (Darke et al., 2016) . In the future, a comparison between real and perceived measures of distance to stores would be advisable. Thirdly, there are many other clues that could affect m-shoppers' satisfaction and repurchase intention that should be considered in future studies. It would be particularly interesting to consider cross recommendations, quality, efficiency, or privacy. Fourthly, further research should extend the knowledge and application of CEM to other cultural or geographical contexts. Fifthly, it would be interesting to deepen the study of how other factors related to perceived distance affect the m-shopper experience, such as neighborhood and a sense of isolation (Lavariega & Marichal, 2014) . Sixthly, future studies should consider omni-channel customer behavior. 
V2
This m-site/vendor is acknowledged as a leader in its sector.
V3
This m-site/vendor is well-known for its human resources.
V4
This m-site/vendor shows concern about its customers.
V5
This m-site/vendor has a good reputation because of its employees. 
V22
I think I will continue buying from this m-site/vendor even if the price is higher than in other channels.
V23
I will repeat purchases from this m-site/vendor when I have the opportunity.
